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H airy  Rosen  will  be  there. 

Margot  Franssen  of  the  Body  Shop 
Canada  is  attending. 

And  so  is  Mellanie  Stephens, 
founder  of  the  Kettle 
Creek  Canvas 
Company. 
Sounds  like 
the  invitation  list 
for  a high-profile 
corporate  ball,  but 
it’s  not!  These  are 
just  a few  of  the 
powerful  speakers 
lined  up  for  Alberta 
Opportunity  Company’s 
1 992  Entrepreneurs  Con- 
ference scheduled  Septem- 
ber 1 1-13  in  Edmonton. 

“AOC  has  become  re- 
nowned for  attracting  top- 
notch  presenters  to  its  annual  conference,  and  this 
year  is  no  exception.  We’re  bringing  together,  under 
one  roof,  some  of  Canada’s  most  dynamic 
entrepreneurs  who  have  achieved  the  ultimate  in 
business  success,”  says  AOC  President  Roy  Parker. 
“There’s  nothing  more  inspiring  than  to  hear  firsthand  from  people  who  have 
been  there,  what  it  takes  to  build  a business  empire.  This  really  gives  true  insight 
into  what  entrepreneurship  is  all  about.” 

Altogether,  the  sixth  annual  conference  will  feature  about  20  presentations  from 
seasoned  business  owners,  along  with  over  30  technical  sessions  focusing  on  better 
management  practices. 

Parker  describes  the  intense  three-day  event  as  a mini-MBA  program,  designed 
to  provide  attendees  with  the  knowledge  they  need  to  really  win  in  business. 

“These  days,  running  a business  simply  isn’t  a matter  of  supplying  a product  or 
service  that’s  in  demand.  There’s  more  competition  than  ever  and  it’s  crucial  for 
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owners  to  be  on  top  of  all  areas 
affecting  their  business.  The 
more  informed  an  entrepreneur 
is,  the  better  chance  they  have 
of  making  the  right  decisions 
which  will  help  their  enterprise 
grow  and  prosper,”  he  says. 

In  addition  to  its  solid  ed- 
ucational component,  the  con- 
ference is  also  a prime  fomm 
for  networking  and  information 
exchange. 

“It’s  not  often  you  find  over 
400  people  who 
live,  eat  and 
breathe  business 
all  under  the 
same  roof.  Our 
conference  at- 
tendees always 
comment  on 
how  rejuven- 
ating it  is  to  talk 

with  others  who’ve  gone  through  the  same  experiences  and  know  exactly 
what  it  means  to  be  in  business,”  notes  Parker. 

Another  highlight  of  the  conference  is  the  prestigious  Entrepreneur  of 
the  Year  Award  banquet.  Here,  an  outstanding  individual  who  has  made 
significant  contributions  to  business  in  Alberta  is  honored  by  peers  and 
professionals.  Past  winners  include  Rhys  Eyton  of  Canadian  Airlines 
International;  Jean  Pare  of  Company’s  Coming  Publishing;  and  Lou 
MacEachem  of  the  Servpro/Dalco  group  of  companies. 

The  conference  registration  fee  of  $310  includes  a ticket  to  this  gala 
event,  and  also  covers  GST,  all  receptions,  coffee  breaks,  luncheons,  and 
written  materials. 

For  more  information,  or  to  register,  contact  Alberta  Opportunity 
Company  at  1 -800-66 1-3811. 


bringing  together^ 
under  one  roof,  some  of  Canada^s 
most  dynamic  entrepreneurs 
who  have  achieved  the  ultimate  in 
business  success'' 
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is  your  chance  to  hear  the  real  life 


stories  of  seasoned  business 


veterans  who  have  experienced 


1992  Entrepreneurs  Conference: 
Seasoned  Business  Veterans  Set  to 
Share  their  Experiences 


he  1992  Entrepreneurs  Conference 


the  highs  and  lows  of  private 


enterprise.  Following,  is  a 


sampling  of  some  of  the  top-notch 


speakers  we’ve  got  lined  up  for 


this  year’s  event. 


If  you  stroll  into  a Harry  Rosen  menswear  shop  on  a 
Saturday,  don’t  be  surprised  if  Harry,  himself,  comes 
along  and  helps  you  find  that  perfect  tie. 

He  may  be  the  founder  of  a company  with  stores 
spread  across  the  country,  but  Harry  Rosen  still  rolls  up 
his  sleeves  once  a week  and  gets  down  to  the  business  of 
selling.  It’s  this  kind  of  passion  for  his  work  that  led  the 
Toronto  businessman  to  transform  a $1,000  investment 
into  a conglomerate  of  upscale  retail  outlets  with  annual 
sales  of  almost  $150  million. 

“I  was  fortunate  that  my  love  of  fashion  and  desire  for 
quality  was  something  that  people  appreciated,”  says 
Rosen,  reflecting  on  his  phenomenal  rise  to  the  top  in  an 
industry  where  competition  is  fierce  and  customer  loyalty 
is  key. 


Stan  Brown 


Since  opening  his  first  shop  in  Toronto’s 
Cabbage  Town”  in  1954,  Rosen  has  built  a fashion 


We  all  know  there's  more  to  business  than 
selling.  For  starters,  how  ho  you  get  those 
customers  in  the  tioor  in  the  fmst  place?  Ami  once 
they're  there,  how  go  you  keep  them  loyal  to  your 
company? 

Take  heeil...we  know  where  you  can  hml  the 
answers!  This  year,  in  conpmction  with  Ana's  1932 
Enhweneurs  Cmterence,  we're  staging  two  unkpie 
one-tiay  semimrs  aimed  at  these  hot  topks — 
afhieFhm  smi  customer  servkx. 


Robert  Cohen 


Menswear  magnate  Harry  Rosen 


empire  that  encompasses  24  stores  stretching  from  Vancouver 
to  Quebec  City,  and  even  Buffalo,  New  York.  Exceptional 

taste,  service  savvy,  and 
creative  advertising  have 
all  been  crucial  factors 
behind  his  success. 

“Your  location  means 
something,  but  if  you’ve 
got  enthusiasm  and  a com- 
mitment to  your  customers 
you  can  set  up  in  the  most 
off-beat  locations  and  still 
make  it,”  surmises  Rosen. 

“If  you  please  people,  you  can  get  a good  reputation  quickly.” 

Although  Rosen  has  had  little  difficulty  earning  acclaim  as  a top-notch  clothier,  he 
acknowledges  prestige  doesn’t  necessarily  guarantee  steady  growth. 

“Having  started  in  business  in  1954,  14  years  later,  we  felt  that  we  were  being  seen  as  an 
establishment  store,  expensive  and  stodgy,  and  one  with  which  younger  people  did  not  relate. 
To  ensure  ourselves  a renewal  of  clientele,  I went  to  the  U.S.  and  brought  the  Polo  label  into 
Canada.  Young  people  were  immediately  attracted  into  the  store  and  a renewal  of  clientele, 
through  the  addition  of  a younger  consumer,  was  achieved,”  he  explains. 

“That  taught  me  to  always  renew  your  clientele.  Have  a young  trade  coming  into  your 
store  so  your  business  doesn’t  die  with  your  customers.” 

Rosen  has  also  kept  his  stores  flourishing  during  recessionary  times  — 
a feat  he  contends  can  easily  apply  to  any  astute  entrepreneur. 

You  must  always  keep  your  eyes  on  the  changing  marketplace. 

Think  young!  If  you’ve  got  a good  idea,  it  can  work  right  now, 
even  in  hard  times.  You  just  have  to  come  about  it  with  fresh  ideas 
and  have  a conviction  that  it’s  going  to  work.” 

In  addition  to  sharing  his  business  story  Saturday, 

September  12,  Rosen  will  also  present  the  prestigious 
1992  Entrepreneur  of  the  Year  Award  at  a gala 
banquet  which  is  all  part  of  our  value-packed 
conference  package. 


Stitciiing  Tos 

When  Mellanie  I 
Stephens  began  selling  her 
durable  hand-sewn  bags 
out  of  an  Ontario  fishing 
shack  in  1979,  she 
patterned  a business  that 
Mellanie  Stephens  is  back  in  eventually  racked  up  more 

business  after  learning  the  hard  way.  than  $ 1 2 million  in  sales. 

But  the  founder  of 

Kettle  Creek  Canvas  Com- 
pany learned  the  hard  way  that  sewing  up  success  is  one  thing  — 
keeping  the  stitches  intact  is  another.  After  a whirlwind  decade  of 
expansion,  she  was 
ousted  from  the  company 
as  a result  of  a 
partnership  dispute  and 
three  years  later,  the  59- 
store  clothing  chain 
entered  into  voluntary 
bankruptcy. 

“When  the  business 
went  down,  had  I been 
living  there  at  the  time,  I feel  if  I had  to  look  at  that  everyday,  I 
would  have  ended  up  in  a psychiatric  ward,”  recalls  Stephens,  who 
left  Port  Stanley  when  things  went  sour. 

But  these  days,  she’s  far  from  wallowing  in  despair.  Instead, 
she’s  plunged  into  business  once  again,  using  the  same  concept 
that  brought  her  to  the  top  first  time-round.  Egged  on  by  a 
London,  Ontario  developer,  Stephens  recently  launched  Rural 


Advertising,  Customer  Service  Targeted  in  Special  One-day  Semini 


ATTRACTING  BUYERS 


BUILDING  LOYALTY 


Public  relations  wizard  Robert  Cohen  of  The  Cohen 
Group,  will  be  at  Edmonton’s  Westin  Hotel  Friday, 
September  1 1 to  teach  you  all  there  is  to  know  about 
effective  advertising.  Why  do  some  ads  work,  and  others 
don’t?  What  does  it  really  take  to  grab  the  attention  of 
potential  customers?  And  how  much  do  you  have  to 
spend  to  make  it  happen? 

As  founder  and  president  of  one  of  Canada’s  leading 
business  marketing  communications  agencies,  Cohen  is 
one  of  this  country’s  top  experts  in  advertising.  He’s  also 


marketing  columnist  for  the  Financial  Times,  author  of 
two  books,  and  has  hosted  three  syndicated  television 
series,  as  well  as  a weekly  radio  show.  All  in  all,  Cohen 
has  the  right  stuff  to  help  you  make  a difference  in  your 
advertising  efforts  I 


On  Saturday,  September  12,  the  focus  switches  to 
customer  service,  one  of  the  most  talked  about  business 
issues  today.  We  all  hear  about  it,  but  what  does  it  really 
mean,  and  how  can  you  turn  your  business  into  one  that 
your  clients  will  never  forget? 

Stan  Brown,  Director  of  Total  Quality  Sendee  Con- 
sulting for  Price  Waterhouse,  and  author  of  Creating  the 
Senice  Culture  and  Total  Quality  Sen’ice,  will  be  on 
hand  to  take  you  through  a step-by-step  process  guaian- 
teed  to  put  your  business  on  the  right  track. 


)hens: 

ether  a New  Beginning 

Route  Dry  Goods  Inc.,  a retail  operation  featuring  down-to- 
earth  clothing,  furniture,  and  housewares. 

“It’s  kind  of  like  going  home.  I was  amazed  at  how  easy 
it  was  to  go  back  in,”  she  says. 

“I  was  out  for  over  three  years,  and  during  that  time  I 
just  tried  hard  to  ignore  what  was  going  on  at  Kettle  Creek 
because  it  was  getting  worse  and  worse.” 

Stephens  may  have  tried  to  turn  a blind  eye  to  her 
former  company,  but  she’s  definitely  come  into  her  new 
venture  armed  with  insight. 

“Make  sure  the  people  you’re  working  with  are  good 
because  they’re  the  ones  who  are  going  to  build  your 
company,”  she  asserts. 

These  days,  a wiser,  worldlier 
Mellanie  Stephens  is  counting 
on  former  employees,  low 
overhead,  and  a mail-order 
strategy  to  propel  her  back 
into  bigtime  business. 

“The  retail’s  soft,  but 
it’s  showing  promise. 

I’m  getting  repeat 
business  which  I love  to  see.  After 
only  being  open  four  months,  we  had 
some  of  the  same  people  back  to  make  '' 
purchases  six  times.” 

Get  the  inside  scoop  Saturday,  September  ^ 

12  on  where  Stephens  went  wrong,  and  what  it 
takes  to  pick  up  the  pieces  and  start  all  over  again 


Margot  Franssen: 

Taking  a Social 
Approach  to 
Business 


Brown’s  strategy  for  nurturing  a service  culture  has 
received  accolades  from  the  top-guns  of  major  en- 
terprises including  Famous  Players  Inc.,  King  Ranch 
Health  Spa  and  Fitness  Resort,  and  Imperial  Optical 
Company  Ltd.  Now’s  the  chance  to  find  out  for  yourself 
what  you  can  do  to  give  yourself  the  edge  and  surge 
ahead  in  today’s  tough  business  world. 

Each  one-day  seminar  costs  $195,  which  includes 
GST,  lunch  and  all  hand-out  materials.  For  more 
information  on  these  one-of  a-kind  learning  opportunities 
that  could  mean  thousands  of  dollars  in  extra  revenue  for 
your  company,  call  AOC  at  1 -800-66 1-3811. 


iftksk  Margot  Franssen  for 
a piece  of  business  advice  and 
the  breezy  president  of  The 
Body  Shop  Canada  will 
probably  tell  you  one  thing: 
don’t  take  any  at  all. 

“I  would  go  with  intuition  before  going  with  advice  from  the  outside,”  she  says. 

“When  we  started  out,  everybody  who  had  business  experience  thought  it  wouldn’t  work.  By 
not  listening  to  anyone,  we  were  able  to  make  it  happen.  Had  I known  anything  about  business, 
we  probably  would  have  failed  in  the  first  six  months.” 

Franssen’ s peculiar  perspective  is  one  which  dozens  of  entrepreneurs  would  likely  dispute,  but 
it’s  helped  her  convert  a single  shop  into  a sprawling  chain  of  almost  100  retail  outlets  with  $85 
million  in  annual  sales. 

The  philosophy  graduate  and  former  secretary  put  The  Body  Shop  on  the  map  in  North 
America  12  years  ago  after  receiving  a gift  basket  from  England,  where  the  operation  was 

launched.  She  was  so  impressed  with  its  unique  skin  and  hair  products  that 
Shop  The  Body  Shop  invested  in  a plane  ticket,  met  with  the  company’s  founder,  and 

flew  home  with  the  Canadian  rights. 

“I  just  had  to  see  what  the  company  was  like.  Back  then, 
you  did  not  see  products  in  urine  specimen  bottles,”  notes 
Franssen. 

Simple  packaging,  natural  ingredients,  and  a back-to- 
basics  approach  have  been  instrumental  to  The  Body 
Shop’s  overwhelming  success  in  the  marketplace.  But 
its  emphasis  on  values  is  what  truly  sets  it  apart  from 
other  companies. 

“There’s  two  bottom  lines,”  explains  Franssen.  “We 
want  to  be  profitable,  but  we  also  want  to  be  ethical.  How 
you  get  to  where  you  want  to  go,  is  as  important  as  where 
you  end  up.” 

The  company’s  social  strategies  include  paying  employees 
to  work  for  community  causes  and  supporting  developing 
countries  through  its  innovative  Trade  Not  Aid  projects. 

“I  think  we’re  good  retailers  but  we  never  lose  sight  of 

the  fact  that  altruism  and  capitalism  can  go  hand  in  hand.” 

The  Body  Shop’s  Margot  Franssen  Franssen  attributes  The  Body 

Shop’s  atypical  way  of  thinking  to 

the  fact  that  it  is  95  per  cent  owned  and  operated  by  women,  who,  she 
says,  have  more  of  a tendency  to  collaborate  in  their  efforts. 

The  company’s  unusual  corporate  culture  has  not  only  had  a positive 
effect  on  its  balance  sheets,  but  has  also  attracted  the  attention  of  academics.  These  days,  it’s  not 
uncommon  to  find  Franssen  out  of  her  Don  Mills  office  and  at  the  front  of  university  lecture 
theatres,  sharing  her  theories  with  up-and-coming  MBA’s. 

But  don’t  expect  her  to  be  orating  on  business  as  most  of  us  know  it. 

“I  don’t  have  anything  to  do  with  business  or  the  cosmetics  industry,”  she  says  emphatically. 

“Our  stores  are  like  our  own  little  houses  where  we  do  our  own  thing.  I’d  say,  we’re  more  like 
an  educational  organization  that  just  happens  to  make  money.” 


doqs  Tpog 


Call  us . . . 


Today  was  created  to 
meet  your  information  needs.  If 
there’s  a business  issue  you  want 
to  see  addressed,  facts  you  need  to 
know  or  a story  you’d  like  us  to 
share,  call  us!  We’ve  got  an 
edition  of  ‘The  Best  of  Alberta’  for 
the  best  suggestion  we  receive. 

We  also  want  to  help  you  in 
your  entrepreneurial  endeavours. 

If  you’re  looking  for  business 
partners,  seeking  an  investment 
opportunity  or  trying  to  sell  your 
own  operation,  call  us!  We’ll 
make  an  effort  to  pass  your  needs 
onto  our  readership. 

Contact 


Appointments 


iAimir  Datoo  was  recently 
appointed  as  AOC’s  Vice  President  of 
Venture  Funding. 

Datoo,  who  has  been  responsible  for 
AOC’s  Seed  Funding  Division  since  its 
inception  in  1989,  was  selected  for  his 
additional  role  from  a slate  of  dozens  of  high- 
calibre  candidates. 

“His  background  in  venture  capital,  coupled 
with  more  than  20  years  experience  in  the  area 
of  finance  and  business  development  gave  him 
a solid  ranking  in  the  competition,”  says  AOC 
President  Roy  Parker. 

“We’re  extremely  pleased  with  this 
appointment,  and  are  confident  Mr.  Datoo  will 
lead  our  Venture  Funding  Division  with  the 


same  competence  he  has 
demonstrated  as  Seed 

Amir  Datoo  ^ice  President.” 

Datoo  received  an 

Economics  Degree  from 
the  University  of  London  (England),  and  an 
Advanced  Diploma  in  Public  Administration  from 
the  University  of  Exeter.  He  was  employed  by  the 
Ministry  of  Einance  in  Tanzania  and  worked  for  a 
private  holding  company  involved  in  broad-scale 
community  development  prior  to  joining  AOC  in 
1973. 

The  newly  merged  Seed  and  Venture  Eunding 
Division  will  focus  on  helping  develop  leading-edge 
technology  in  Alberta  through  providing  funding  for 
emerging  companies  with  extraordinary  potential. 


Bosinesses  for  Sale 


Debbie  Hunchak,  Editor 
AOC  Today 

Alberta  Opportunity  Company 

1275  Weber  Centre 

5555  Calgary  Trail 

Edmonton,  Alberta 

T6H  5P9 

1-800-661-3811 

AOC  Today  is  published  12  times 
annually  by  AOC’s  Corporate 
Marketing  Division. 

Balan  Mathews,  Director 
Corporate  Marketing 

Design;  Linda  Blanchett 


Edmonton-based  Domino’s  Pizza  franchise, 
established  three  years  ago  in  high-profile 
residential  location. 

Annual  sales  of  $500,000,  projected  to  increase 
to  $650,000  in  next  five  years.  Asking  price  of 
$200,000  includes  exciting  new,  one-number 
computer  phone  system. 

Backed  by  a major  international  corporation, 
this  business  has  excellent  potential  for  a positive, 
aggressive-minded  individual.  For  more 
information,  call:  456-3751 


Liral  Alberta  hotel  including  74-seat 
tavern,  34-seat  restaurant,  and  10  rental  rooms, 
plus  manager’s  suite. 

This  business  generates  $200,000-plus 
annually,  with  excellent  growth  potential.  Asking 
price  includes  building,  six  lots,  and  equipment, 
all  in  excellent  condition. 

Perfect  opportunity  for  someone  wanting  to 
operate  or  invest  in  a business.  For  more 
information,  write:  P.O.  Box  1 12,  Halkirk, 
Alberta,  TOC  1 MO.  Phone:  884-2430. 


Letters . . . 


w enjoy  receiving  your  AOC  Today 
publication,  as  it  has  many  very’  interesting  stories 
about  ideas  and  products  that  have  broad  applica- 
tion in  the  commercial  market. 

William  R.  Lindstrom 
Partner  and  Managing  Director, 

The  Marketing  Associates 
Fullerton,  California 


^Congratulations  on  the  launch  of  your  new 
AOC  Today  newsletter.  We  were  all  very  impressed 
with  the  quality  of  the  newsletter,  and  you  certainly 
managed  to  target  several  subjects  which  have  great 
universal  appeal. 

Best  wishes  from  all  of  us  — keep  up  the 
good  work. 

Don  Sparrow 

Minister  of  Tourism.  Parks  and  Recreation 
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ON  SEPTEMBER  11-13 
THE  MOST 
SUCCESSFUL 
ENTREPRENEURS 
IN  THE  COUNTRY 
WILL  BE  IN 
EDMONTON... 


at  Alberta  Opportunity  Company’s  1992  Entrepreneurs  Conference. 
Over  50  fact  and  answer-packed  sessions  on: 


Leading  Your  Organization  Through  Hard  Times  • Successful  Credit  and  Collection  Strategies  • Cutting 
Costs  Without  Cutting  Profits:  Slashing  Your  Overhead  • Keeping  Your  Competitors  from  Stealing  Your 
Customers  • The  Corporate  Check  Up:  Preparing  Your  Firm  for  Future  Hazards  • How  and  Where  to  Find 
Information  Crucial  to  the  Survival  of  Your  Business  • Cash  Flow  Management  • Turnaround  Strategies: 
Getting  Back  On  Track  in  Tough  Times  • Lessons  from  the  Past:  Learning  from  Others’  Mistakes  • Wrestling 
With  Growth  • How  To  Really  Create  A Successful  Business  Plan  • Dealing  With  Your  Banker  • Financing 
A Business  Buyout  • The  Secrets  of  Venture  Capital  • The  Complete  Guide  to  Your  Initial  Public  Offering  • 
Tax  Update  • Strategic  Alliances  As  A Growth  Strategy  • Negotiating  Tactics  That  Work  • Tapping  Into 
Global  Markets  • Marketing  to  Win  • Making  Customer  Service  Pay  • Low  Risk  Franchising  • Solving 
Partnership  Disputes  • Getting  Good  Press:  Public  Relations  for  Small  Business  • Improving  Your 
Presentation  Skills:  How  to  Make  Your  Audience  Sit  Up  and  Take  Notice  • The  Foolproof  Interview:  How  to 
Select  The  Right  People  for  Your  Company  • Carrots,  Dollars  or  Sticks:  Getting  The  Most  From  Your 
Employees  • Preventing  Employee  Lawsuits  • Valuing  A Business  and  Negotiating  the  Purchase  Price  • My 
Family,  My  Business,  Succession  Planning:  Finding  The  Right  Person  To  Fill  Your  Shoes  • Improving  Your 
Bottom  Line  • The  Balancing  Act:  Combatting  Entrepreneurial  Stress  • 


For  more  information  on  the  conference: 

Call  1(800)  661-381 1 Today! 
Fax  (403)  422-6518 


Or  write  Edmonton  1992”  on  your  letterhead  and  send  it  to: 
AOC  Conferences,  1275  Weber  Centre,  5555  Calgary  Trail, 
Edmonton,  Alberta.  T6H  5P9 


